Gppp cap, by the decapping enzyme DCP2, is a key step in mRNA decay, Mauer et al. focused on how the cap-adjacent m 6 A m mark affects RNA stability. They found that the mark was associated with a long mRNA half-life, and was sufficient to stabilize a synthetic mRNA substantially. Moreover, the half-lives of naturally occurring m 6 A m -containing mRNAs could be modulated by altering the cytoplasmic levels of FTO, raising the possibility that dynamic regulation of the transcriptome could be achieved in a similar manner under certain physiological conditions. The authors further showed that the increased stability provided by m 6 A m , compared with analogous mRNAs in which the cap-adjacent adenosine monophosphate is methylated only on the sugar, can be explained, at least in part, by the cap's reduced susceptibility to removal by DCP2. Thus, m 6 A m can be added to the growing list of factors that contribute to the wide range of decay rates observed for cellular mRNAs.
Mauer and colleagues' in vitro and in vivo analyses clearly pinpoint DCP2 as a 'reader' of m 6 A m and FTO as an 'eraser' of the methyl mark. However, there may be other readers and erasers that act on m 6 A m . The cap-binding protein eIF4E, which is involved in translation initiation, is a candidate reader that could explain the enhancing effect of m 6 A m on translational efficiency reported by the authors. Another possible reader is the nuclear cap-binding complex CBC20/CBC80, which is crucial for splicing -a process in which FTO has been implicated 9 and in which pre-mRNA molecules are converted into mature mRNAs. Members of the YTH family of RNA-binding proteins recognize m A m marks is an important next step for the field.
Another key area for future work will be determining the molecular basis of the selectivity of FTO for, and of DCP2 against, m A m is the preferred substrate of FTO will facilitate structural analyses of FTO in complex with RNA, and potentially reveal the structural basis of the enzyme's selectivity.
In contrast to FTO, DCP2 has been the subject of many structural studies 11 . On the basis of these structures, it seems possible that, when m 6 A marks the first nucleotide of an mRNA, the bulk of the methyl group clashes with DCP2. Crucially, however, Mauer et al. find that m 6 A m -modified mRNA can
HUMAN BEHAVIOUR

Shoppers like what they know
Faced with ever-changing products, consumers can benefit from trying new items. But data collected over almost five years show that, the longer shoppers have been buying a favourite product, the more likely they are to stick with it.
P E T E R M . TO D D
P eople often believe that they have strong and stable preferences for food and other groceries, and that they choose the things they prefer -that they buy what they like. But if there are options they have not yet tried or that could have changed, then it is sensible to occasionally explore those, trying something new to see if it is better. In fact, the more the available options might have changed, the sooner it is sensible to try them and potentially find better ones. In laboratory studies 1 , people adopt something close to this reasonable strategy for minimizing uncertainty about what else is available when making choices between shifting monetary rewards. But, writing in Nature Human Behaviour, Riefer et al. 2 report that supermarket shoppers making product choices over many months adopt the opposite behaviour -they seem to learn to like what they buy.
The authors analysed the product choices of 283,000 shoppers in the United Kingdom over a period of 250 weeks, focusing on beer, bread, coffee, toilet paper, washing detergent and yoghurt (Fig. 1) . Instead of becoming more likely to choose something new as the time they had been buying one product increasedas could have been predicted from laboratory still be decapped in vitro, albeit less efficiently than mRNA that lacks N studies -shoppers became less likely to explore and switch to another brand (they continued to exploit their current choice). This was seen both in purchase patterns over time and in experiments involving cost-saving coupons. The latter demonstrated how hard it is to shift behaviours -the longer shoppers had been buying a product, the less likely they were to use coupons to try new products and the more likely they were to use coupons for their current product. Rather than trying to find the best match to their preferences, shoppers seemed to be adjusting their preferences to fit the products they were buying, thereby maximizing the coherency between preferences and choices.
On the face of it, such behaviour may seem surprising, and even irrational 3 . If people change their preferences and stick with whatever they happen to be exposed to, how will they ever find and choose superior products? For example, in a real-world setting such as that studied by Riefer and colleagues, random aspects of the choice situation can influence what is chosen -as when a shopper in a hurry grabs the first brand they see. If this random choice then continues to affect subsequent, unhurried choices, then shoppers' preferences can be shaped in un intended, non-improving ways. As Riefer and colleagues point out, this arbitrary channelling of choices has been generated in controlled laboratory settings; if the current results reflect this process at work in the field, they could add to economists' consternation about human irrationality.
There are, however, good reasons why people might search this way in the context of supermarket shopping, in contrast to their behaviour in money-based laboratory experiments 1 . When it comes to food, repeated exposure to particular items (even initially aversive foods such as chillis 4 ) can make people grow to enjoy them more 5 . Our ancestors faced a world in which many of the things that could be ingested were harmful -a challenge known as the omnivore's dilemma 6 -so learning to like something that one has eaten safely several times makes evolutionary sense. Although modern supermarket shelves contain little danger, evolved food neophobia still guides our choices.
Even when preferences do not change to match choices in this way (perhaps when choosing toilet paper), it can be appropriate to remain with a current choice. Searching through brands can be likened to foraging for food -for instance, when bears decide how long to stay in one berry patch, waiting until it is sufficiently picked over before leaving and seeking a new, unexploited patch. How long should a person exploit a 'brand patch' before exploring others? There can be costs to moving away from a familiar brand, in terms of the time needed to find an appropriate alternative, say, or to get used to its particular features. The greater these costs, the longer a shopper should stay with their current brand, just as a forager should stay longer in its current patch when the next patch is farther away.
Moreover, in environments in which a few patches are quite large, it is better for foragers to stay longer in the current patch the longer they have already been exploiting it 7 -longer exploitation so far is a cue that this may be one of the big patches. If people 'forage' for brands in this way, believing that most brands are not very good but that a few can be enjoyed for a long time, then it would be rational to stay longer with a brand the longer a person has already been with it. And people do seem to apply foraging-like search strategies in many contexts, from web surfing and online shopping to searching through their memories for types of animal or tool 8 . Consumers' tendencies to keep buying the same things pose a challenge to both marketers and health and sustainability advocates who hope to encourage people to switch to options that are better for them and the environment -such as eating insects 9 . Rewards, including coupons, might prompt someone to try something new, after which the effect of exposure could kick in and make them grow to like that product. But rewards can also backfire. A person's liking for a product can lessen if they believe they selected it only because of an attendant reward 5 . Free samples give people exposure to alternative products, but if the samples are small, they might not provide enough opportunity to change preferences. Exposure is bolstered if respected others choose to consume the same product 4 , but this can involve getting family and friends to adopt a product first. To the extent that shoppers approach exploring the supermarket aisles as a form of foraging, welldesigned evolutionary mechanisms to keep us cautious and safe could be lowering our likelihood of switching products, keeping us liking what we know 6 . ■ Peter M. Todd 
